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PE®EPAT JUIIJIOMHOM PABOTHI

O6beM AUMIIOMHONM palOTBI COCTaBIsIET S5 CTpaHUMIl U BKJIIOYACT,
S IpUIOKEHUN U 35 UCTIOJIB30BAHHBIX NCTOYHUKOB.

KIIIOUEBBIE CJIOBA: BPEH/I, bPEHJIWHI, BPEH/I-MEHEJ[’)KMEHT,
MAPKETHUHI, KOHTEHT-AHAJIN3, @KOCMETUYECKOE CPEIACTBO,
JIU3AMH, TTO3ULIMOHUPOBAHUE, CTPATEIMA TTIO3UIIMOHMPOBAHIS,
[MPOABMXXEHUE, IIEJIEBAA I'PVYIIIIA.

OObeKT uccienoBaHus TUIIOMHON paOOThl — MPOU3BOAUTETH KOCMETHYECKIX
cpencts. [IpenMer nccienoBaHusl TUINIOMHON paOOTHI — MO3UIIMOHUPOBAaHKE OpeH Ia
KOCMETHKH.

Lenp aurmuioMHOW paboThl — HCCIEAOBaHUE TMO3UIIMOHUPOBaHUS OpeHnaa
KOCMETUKH Ha mnpumepe kommnanuu «BelorDesign». MeToaog0TrHUYECKyl0 OCHOBY
JTUIIIOMHOM pabOThl COCTaBUIIA OOIIKE U CIIEHHAIBHBIE METO/Ibl HAYYHOTO ITO3HAHHUS:
aHajau3, CHHTE3, 00001IeHrEe, CPAaBHCHUE.

B mnpouecce HamucaHus IUILUIOMHOW pa0OThl OBUTM MOJYYEHBI CIEAYIOIINE
pe3yabTaThl: ONpeAesieHa CTpaTerusl MO3UIIMOHUPOBAaHUS KoMaHuu «belordesigny» B
WHTEpPHETE; YCTAHOBJIEH Mpoo0pa3 JAEBYLIKU-MOTPEOUTENIbHULIBI KaXIOH U3
KOCMETHYECKHX JMHeeKk komnanuu «BelorDesign»; Ha OCHOBaHHMM MOJYYEHHBIX
pE3yNbTaTOB MCCIENOBAHMA JaHbl peKoMeHnauuu komnanuu «BelorDesign» B
OTHOUIEHUM TMO3UIMOHMPOBAHUSA JIMHUM OCHOBHOIO OpeHJla KOCMETUYECKOH
xoMianuu «BelorDesign» — «party» u «podiumy.

HoBu3Ha mony4eHHBIX pe3yJbTaTOB O0YCIOBJIEHA OTCYTCTBHEM IMPOBEACHUS
UCCJIEIOBAHUI MMO3ULIMOHMpPOBaHus komnanuu «BelorDesign» B uHTepHeETE, a Takxke
aHaJIN3a TMEPENO3UIMOHUPOBAHUS KOMIIAHUM C MOMEHTa €€ co3faHus B 1994 r. no
TeNepenHuil JeHb. MaTepuanbl JUIIIOMHOM padOThl MOTYT MPUMEHSTHCS B y4eOHOM
npolecce, a TaKkKe NpH YINPaBIECHUUM MAPKETHUHIOBOM AESTENbHOCTHIO KOMIIAHUU
«BelorDesign» u ApyrumMu KOCMETUYECKUMU KOMITAHUSIMHU.

Marepuanbl U pe3yJbTaTbl JIUIUIOMHOM pa0oThl ObUIM TOJIy4EHBI Ha
OCHOBAHMHM  JIOCTOBEPHBIX HMCTOYHMKOB W  CaMOCTOATEIBHO  MPOBEIEHHBIX
TEOPETUUYECKUX U MPAKTUYECKUX MCCIIEI0BAHUM.

Jannast pa®oTa MOCBSIIEHAa PACCMOTPEHUIO TOHSTHN MO3UIIMOHUPOBAHUS U
OpeHIuHTa, BBIABICHHUIO (DEHOMEHA UX JIESITEIbHOCTHU MO CO3/IaHUIO MOJI0KUTEILHOTO
BOCIIPUATHUS Y TOTpeOUTENEH, a TaKKe MPEANOYTEHUIO MOKYAaTeIsIMU UMEHHO 3TOIO
TOBapa Npu APYruX PaBHbIX YCIOBUIX C KOHKYPEHTAMHU.

B numiomHo#M paboTe ObLITH PAaCCMOTPEHBI U PEILICHBI CISAYIOIINE 3a/1auu:

l. u3yyeHO TMOHATHE NO3UIMOHUPOBAHMS KAaK HMHCTPYMEHTA IMPOJBHKECHHUS
TOBApaA.

2. CCIIEIOBAHO  TMOHATHE OpeHIMHra M €ero pojd Ha  T[puMepe
kommnanuu «BelorDesigny.

3. mMpoaHaIU3UPOBAH MPOLIECC CO3AaHUS U BBIBOJI Ha PHIHOK OpeHIa.



4. U3y4eHO TOHATUE yHOpaBieHuss OpeHaaMH Ha TMpUMEpe KOMIIAHUU
«BelorDesigny.

5. paccMOTpeH MpollecC CETMEHTUPOBAHUS PBIHKA JEKOPATUBHOW KOCMETHKHU
Ha npuMmepe kommanuu «BelorDesigny.

PO®EPAT JBIIIJIOMHAM PABOTBI

AG'éM nmprruToMHal paboTHI CKIagae 55 crapoHak 1 ykimouae, 5 gamatkay i
35 ckapbICTaHBIX KPBIHII.

KJIFOYABBIA CJIOBbBI: BPOH/I, bPOH/BIHI', bPOHA-MEHEJKMEHT,
MAPKETBIHI, KAHTOHT-AHAJI3, KACMETBIUHEI CPOJIAK, JIBI3AIIH,
TTAZILBISHABAHHE, CTPATOITS TIA3ILBISIHABAHHS, ITACOYBAHHE,
MOTABAA I'PVIIA.

AO'ekT pgacienaBaHHs JBIIIJIOMHaid pabOThl — BHITBOPIA KACMETHIYHBIX
cponkay. Ilpagmer nacienaBaHHs ABIIUIOMHAM pabOThl — MasilblIsTHABaHHE OpAHIA
KacMeThIKi. MpaTa JpluloMHall paboThl — JaciefaBaHHE NasilbIsTHABaHHS OpaHIA
KacMeTbIKI Ha mnpbikinana3ze kammnanii «BelorDesign». Meraganariuael TpyHT
JBIIUIOMHA  paboThl CKJaJIl aryjibHbISI 1 aJMBICIOBBIA METaJbl HaByKOBara
CIa3HaHHS: aHaJi3, CIHT33, abaryJIbHEHHE, MapayHaHHE.

[Tagyac HamicaHHs JIBITUIOMHAN paOOThl ObUII aTpbIMaHbl HACTYIHBIS BBIHIKI:
BbI3HAUYaHa CTpaTdris mas3inbisHaBaHHsS KamnaHili «BelorDesign» y iHTApHOILE;
yCTaJIABaHbl NPaBoOpa3 [3syUbIHBI-CIIAXKBIYHILBI KOKHAd 3 KACMETBIYHBIX JIIHEEK
kammnanii «BelorDesign»; Ha nmajacTaBe aTpbIMaHbIX BBIHIKAY Jaci€JaBaHHSY JaJA3€HbI
paKaMeHJaupll Kammanii «belor design» y AadblHEHH! TNa3ilbIIHABaHHS JIIHINA
acHoYHara OpaHJa kacMeTbluHal kammnanil «BelorDesign» — «party» 1 «podiumy.

HagizHa aTpbIMaHbIX BbIHIKAY aOymoyieHa HIOBITHACLIO MPaBAI3EHHS
nacienaBaHHsAy mas3iublsiHaBaHHs kammasil «BelorDesign» y iHTApHAI1E, a Takcama
aHali3y nepanas3ilbliHABAHHS KaMIlaHil 3 MOMaHTy se€ cTBap3HHS ¥ 1994 r. Ila
LANepamHi  J3eHb. Maripbisiibl  JbIIUIOMHAH  paOOThl MOTYLb YXKbIBallla ¥
HaByYaJIbHBIM Tpaldce, a Takcama IMpbl KipaBaHHI MapKeTbIHraBail A3€HHaCIIO
kammnanii «BelorDesigny 1 1HIIBIMI KACMETBIYHBIMI KaMIIaHIsIMI.

MaTapbisaiibl 1 BBIHIKI JIBITUIOMHA pa0oOThl OBLIl aTpbIMaHbl Ha TMaJCTaBe
BEpAroJHbIX KpPBIHII[ 1 CaMacTOWHA MpPaBEI3€HBbIX TIAPATHIUYHBIX 1 MPAKTBIYHBIX
JlacJeqaBaHHAY .

Janzenas mpana mpbeiCBEYaHa pas3riisaay NaHATKAY Mas3ilblsTHAaBaHHS 1
OpoHIBIHTY, BBIAYJICHHIO (eHomMeHa 1X J3eWHacii TMa CTBapIHHI JajaTHara
VcrpeIMaHHA ¥ CHAXBIYIIOY, a Takcama IepaBa3e MakKylHiKaMi MEHaBiTa rarara
TaBapy Mpbl IHIIBIX POYHBIX YMOBaX 3 KaHKypaHTami. Y IbITUIOMHai pabone Obuii
pasrieakanbl 1 BeIpallaHbl HACTYIHBIS 3aJaHHI:

1. BriByuaHbl maHsTaK na3ilbIIHABAHHS SIK NPbLUIAJIbI MACOYBAHHA TaBapy.

2. JlacnenaBanpl MaHATaK OpAHABIHTY 1 ST0  poOJl  Ha  MPBIKIaA3€



kammanii «BelorDesigny.

3. [IpaananizaBaHbl MpalC CTBAPIHHS 1 BHICHOBA HA PhIHAK OpIHIA.

4. BolBydyaHbl TaHSATaK KipaBaHHA OpdHOamMi Ha NPBIKIAA3€ KaMIlaHil
«belordesigny.

5. Pasrnemxanbl mpamdc CerMEHTaBaHHs PBIHKY AKapaThlyHAll KacCMETHIKI Ha
npbikiIaase kammanii «BelorDesigny.

GRADUATE THESIS SUMMARY

This thesis consists of 55 pages and includes 5 appendixes and 35 sources.

KEYWORDS: BRAND, BRANDING, BRAND MANAGEMENT,
MARKETING, CONTENT ANALYSIS, COSMETICS, DESIGN, POSITIONING,
POSITIONING STRATEGY, PROMOTION, TARGET GROUPS.

The object of the thesis research is the manufacturer of cosmetic products. The
subject of the research is the cosmetics brand positioning. The aim of the thesis is to
define the cosmetics brand positioning on the example of the company
«BelorDesign». The methodological basis of the thesis was constituted by general
and specific methods of scientific knowledge: analysis, synthesis, generalization,
comparison.

In the course of writing this thesis following results were obtained: defined
strategy of the company «BelorDesign» positioning in the Internet; identified the
prototype of the consumer girl for each cosmetic product lines of the company
«BelorDesign»; recommendations related to the positioning of the lines «Party» and
«Podiumy» of the cosmetics brand company «BelorDesign» were made on the basis of
the research results.

The scientific novelty of the results of thesis is detection of the lack of
research of company «BelorDesign» positioning in the Internet, as well as the
repositioning of the analysis since its establishment in 1994 to the present day.
Materials of the thesis can be implemented in the educational process, as well as in
the development of marketing activity of the company «BelorDesign» and other
cosmetics companies.

The materials and results of the thesis were obtained on the basis of reliable
sources and independently carried out theoretical and practical research.

The thesis focuses on the concepts of positioning and branding, identifying the
phenomenon of their efforts to create a positive perception among consumers, as well
as buyer preference for this product based on other equal terms with its competitors.

In the thesis the following issues were studied and considered:

1. Study the concept of positioning as a tool for sales promotion.

2. Explore the concept of branding and its role based on the example of the
company «BelorDesigny.

3. Analyze the process of creating and bringing the brand into market.



4. Study the concept of brand management on the example of the company
«BelorDesigny.

5. The process of segmenting color cosmetics market on the example of the
company «BelorDesigny.



